This article uses the happy-productive worker thesis as a starting point for assessing the chances that a media system is performing well. Personality traits, work conditions, and job-satisfaction levels of individuals from different media occupations in Switzerland (N = 259) were collected using standardized instruments from personnel psychology. Media workers more distanced from actual media production are more satisfied with their jobs than the working population, while those closer to production are less satisfied. A regression analysis identifies autonomy as the most important driver of job satisfaction for "media producers," while "media seller's" satisfaction is driven by the match of their work with personality extroversion and the perception of adequate compensation. This suggests that the drivers of job satisfaction differ according to the actual job role in the media industry.
Technological, economic, and regulatory changes in recent years have changed not only the structure of the media industry but also the job roles of media professionals in different production-related occupations. Cost cutting in newspaper firms has turned many permanent employees into freelancers who must be creative as they learn to tackle "forced entrepreneurialism" 2 at the same time. Likewise, in audiovisual entertainment, producers increasingly require marketing skills because broadcasters no longer fully finance commissioned series. 3 To some extent, recent changes in the media industry can be described as a process of further commodification of the commercialized media workplace where commercial pressures are increasingly dominating content decisions. 4 Thus, potentially, some of the alienated media professionals 5 are ever more estranged from the work they are doing. Media professionals regularly show a high level of intrinsic motivation for their emotional and affective labor. 6 They "care about their product" 7 and are often even willing to perform unpaid labor to gain access to meaningful jobs. 8 Therefore, they most likely differ substantially from the general working population in terms of their personalities. Changes in the industry add to the problem of specific requirements in the job profiles of creative professionals. Individuals' personalities and skill sets might have matched job requirements when they first entered the business, but some might not fit anymore. The economic "creative destruction" 9 deriving from digitization and subsequent commodification 10 could also damage media professionals' job satisfaction because these advances do not offer the increased efficiency that theoretically accompanies creative destruction from an economic welfare perspective. Barriers of entry are reduced, but at the cost of precarious working conditions 11 and reduced creative freedom. 12 This is not only relevant for individual media professionals but also for society. If the happy-productive worker thesis 13 holds true, society relies on motivated and satisfied media workers to produce useful and relevant media content catered to an informed and responsible society.
Loosely following the concept of effort-reward imbalance, 14 this article assumes that the fit between personality traits and job requirements is a foundational aspect of job satisfaction and subsequently of the quality of output. There are a number of definitions and conceptualizations formed in an effort to describe what is understood to be personality. This article is informed by the five-factor model, 15 which is based in the trait-psychology tradition. This model claims that there are consistent and enduring individual differences in ways of thinking, feeling, and acting that can be measured by questionnaires. The five factors were derived from factor analysis of numerous measurements of different traits and represent the highest aggregate of the diverse traits:
 Neuroticism (sensitive/nervous vs. secure/confident)  Extroversion (outgoing/energetic vs. solitary/reserved)  Openness to experience (inventive/curious vs. consistent/cautious)  Agreeableness (friendly/compassionate vs. analytical/detached)  Conscientiousness (efficient/organized vs. easygoing/careless) Personality traits do not change much for working-age adults, 16 so changes in job requirements should have a strong influence on job satisfaction.
On the one hand, since the early Hawthorne studies, 17 research at the intersection of psychology, management, and health has addressed questions of how to select the right personnel and how to ensure that the relationship is productive while maintaining satisfaction and health. On the other hand, media and communication studies have often addressed the issue of journalist satisfaction 18 and whether the media addresses the needs of society. However, at present, both strands of literature (introduced in the first section of this paper) have neglected each other and have failed to build on one another's insights. This study tries to fill this gap by applying standardized instruments from personnel psychology to different media occupations as described in the second section. Because no historical data is available, it isn't possible to trace changes concerning the fit between personality traits and job requirements directly. However, a cross-sectional analysis of different media occupations also allows for some conclusions since they have been variably affected by media change. The model is tested with data from a standardized survey of 259 media professionals in Switzerland. The results allow for two main conclusions discussed in the final section of this paper: First, it is possible to identify media occupations that have low job satisfaction levels and thus risk impeding quality output. This would be a possible starting point for pro-quality regulatory measures focusing on the individual. Second, comparisons between different occupations allow for preliminary assumptions about the effects of media change on media production at the individual level. This could be the starting point for further research on the interaction between media change, media professionals and media quality, albeit from a commercial or normative perspective.
How Happiness Makes Workers More Productive
The relationship between job satisfaction and job performance has been extensively studied in organizational behavior research, usually in relation to the happy-productive worker hypothesis. 19 The underlying assumption in these studies is the idea that happier employees will be more productive. Of course happy is a rather ill-defined term that can have many meanings. Frequently, happiness is interpreted as a trait that is constant in a given timeframe.
Thus, happiness is translated as satisfaction or, in a narrow sense, job satisfaction 20 and, in a wider sense, psychological well-being. 21 Alternatively, some studies interpret happiness as an emotional state or, more precisely, positive affect. 22 There is an ongoing debate about which measures are most suitable, whether effects are to be found immediately or intertemporally, 23 and whether the happy-productive worker thesis is an overrated common-sense theory. 24 However, two meta-analyses condensing the results of other studies have found a moderate mean correlation between satisfaction and performance of r = 0.31 and r = 0. 30. 25 Thus, the question arises as to which factors inform job satisfaction. Certainly, some factors are objective qualities of the workplace, such as job characteristics, 26 but individual predispositions also play their part. Barrick and Mount 27 and Hogan and Holland 28 showed in their respective meta-analyses that personality traits have an influence on performance. According to Barrick and Mount, conscientiousness is an especially robust predictor of performance across different measures and occupations. By contrast, another meta-analysis 29 found that only extroversion (positive) and neuroticism (negative) are important and generalizable predictors of performance. More importantly, all three aforementioned studies found that the influences of different personality traits vary between different occupations, which suggests a match between personality traits and job requirements is a necessary component of job satisfaction. Extroversion and agreeableness could, for example, predict job performance for salespeople and managers-occupations that involve frequent interaction or cooperation with others-but not for skilled workers or police officers. 30 Similarly, and more recently, Rauch and Frese showed that for entrepreneurs, personality traits matching their tasks led to higher rates of success. 31 Most likely, this is a general pattern, although so far no study has investigated beneficial personality traits in media occupations.
To some extent, studies dealing with creative professionals are transferable: positive emotions have been shown to contribute to creative performance. 32 Some studies have referred to the fact that creative production is regularly done in teams of devoted and intrinsically motivated individuals who might have their own agendas. Robert and Cheung have found a negative relationship between group conscientiousness and group performance on creative tasks, 33 thus qualifying Barrick and Mount's results that showed conscientiousness as a universal predictor of success. Research on team performance suggests that the diversity within a team contributes more to the performance than the addition of individuals with similar personality traits, 34 a finding that supports the motley-crew property of creative production put forth by Caves. 35 Moreover, Strickland and Towler suggest that inspiration works best when personality differences are strong between leaders and subordinates. 36 Usually, people choose occupations that are in line with their personalities and avoid those that do not suit them. An introverted person, for instance, is unlikely to become a TV presenter. If the dominant logic within an industry changes due to technological or organizational developments, job roles will change as well. This might mean that individuals who initially chose jobs and organizations fitting their personalities 37 might find themselves in positions in which their personalities are at odds with new demands. Williamson, Lounsbury, and Han could show this for engineers who need to develop an entrepreneurial mindset and sales skills. 38 Digitization has drastically changed some media occupations. Fifteen year ago, a photojournalist spent much of his or her time performing the physical task of developing the pictures-a widely obsolete undertaking today. In entertainment production, broadcasters have outsourced many tasks to independent producers, so the job requires more entrepreneurial skills today. 39 Chances are that some individuals have problems adapting to the new demands of the workplace, resulting in decreased job satisfaction and, subsequently, decreased quality of output.
In the media context, the question of whether job satisfaction has an impact on the quality of the output has never really been tested. Stamm and Underwood showed that a journalist's perception of increasing or decreasing newspaper quality had an impact on that person's job satisfaction. 40 However, they did not test whether this job satisfaction in turn had an impact on quality independent from the newsroom policies they were studying.
Research on job satisfaction in the context of the media industry has by and large neglected existing work in the field of occupational psychology and medicine, creating ad hoc measures instead of using existing scales. 41 The studies of Norwegian workaholic journalists 42 and the psychological health of Nigerian journalists 43 are rare exceptions. Personality traits of media professionals have thus far not been analyzed as a factor of job satisfaction in the media industry.
While there is much discussion in occupational and organizational psychological literature on measuring "happiness" (trait vs. state), the outcome variable "performance" has never been questioned. This might be accurate for manual tasks, or for commercial occupations, where performance can be measured in monetary value. In the media industry, however, the performance variable is more ambiguous, since media not only serves an economic function but also cultural, societal and political functions. 44 Some performances might serve functions differently at varying levels of quality. Thus, measuring the operationalization of performance in terms of, for example, number of photographs taken or number of listeners gained always captures performance in a very narrow sense by aligning it to just one function of the media.
This study does not discuss the meaning of job performance of media professionals from a societal perspective (normative quality of the output) since this would mean subsuming the decade-long discussion on media quality. 45 However, it does introduce standard measures into the field of communicator studies that help apply research on job satisfaction of media professionals to the general literature on job satisfaction. It will also show that different media occupations feature different levels of satisfaction and require different personality traits.
Research Questions
The aim of this study is twofold: First, it will describe the differences between various media occupations and the working population in terms of job satisfaction and personality. While media professionals are regularly described as individuals who are intrinsically motivated and at times display an accentuated creative personality, their actual personality in psychological terms has never been measured. Thus, the first set of research questions is:

How do media occupations differ from the working population and from each other in terms of personality traits? (RQ1a)  How do media occupations differ from the working population and from each other in terms of their levels of job satisfaction? (RQ1b) Second, existing studies on work satisfaction and personality 46 are replicated in the media context in order to gauge the relative influence of personality traits and working conditions. Thus, the second question is:
 To what extent do personality traits and working conditions explain job satisfaction in different media occupations? (RQ2)
Method
An online survey of German-speaking media professionals in Switzerland from seven different occupations was conducted in the spring of 2013. For comparisons to the working population, data from the Swiss Household Panel 47 (SHP) was used. To contextualize this study, a description of the Swiss media industry is necessary. The Swiss media market is small and fairly concentrated. Only three publishers dominate the newspaper industry: two family-owned companies (Tamedia and Ringier) and one loosely connected to a political party (NZZ). The audiovisual sector is dominated by the public-service broadcaster both in terms of audience share and in term of commissioning. Therefore, although fairly concentrated, the Swiss media market is still not as commercialized as media markets in many other countries.
Measures
Two measures of satisfaction were used to differentiate between a general assessment and one focused on the workplace.
General satisfaction with life was measured with the German version 48 of the Satisfaction with Life Scale (SWLS) by Diener et al. 49 It contains five items which are rated on a 5-point Likert scale and are combined to a sum index (α = .89). In the SHP, general satisfaction with life is measured using just one item.
Job satisfaction was measured using the appropriate subscale of the German "questionnaire on life satisfaction." 50 It contains seven items on job satisfaction, which are rated on a 7-point Likert scale and combined to a sum index (α = .85). In the SHP, five items are used (α = .81).
In terms of working conditions, this study concentrates on selected items that were shown to be important in other studies. 51 Two aspects of the freedom to create were captured: in a positive perspective, it is the level of autonomy that media professionals have in choosing when and how to do their jobs. Autonomy was measured using relevant items from the German version 52 of the Work Design Questionnaire. 53 There were two items per autonomy dimension (planning, deciding, method), which were combined to a mean index (α = .86). From a negative perspective, the freedom to create can turn into a burden and lead to overcommitment. This measure captures the degree to which the intrinsic motivation of a media professional leads to a situation in which he or she takes more responsibility for the result than would be adequate and healthy. Overcommitment was measured using the short version of the Effort-Reward-Imbalance model. 54 There were six items measured on a 4-point Likert scale and combined to a sum index (α = .79). Furthermore, the effort-reward ratio connects intrinsic and extrinsic motivators by relating the self-reported effort of an individual to the perceived rewards. In that sense, it can be regarded as a perceived exploitation index. The effort-reward ratio was taken from the same source. It is a ratio of an effort to a reward index. Effort was a sum index of three items measured on a 4-point Likert scale (α = .77). Reward was a sum index of seven items measured on a 4-point Likert scale (α = .81).
The effects of working conditions can be expected to be moderated by the personality traits of the surveyed individuals. Therefore, the personality traits were measured using a short version of the Big Five inventory in German. 55 Each personality trait was measured by rating four (five for openness) items on a 5-point Likert scale. While the short version allows for short online questionnaires and thus helps to reduce invalidated results, it offers a lower reliability. For each trait, mean indices are calculated: Neuroticism (α = .70), Extroversion (α = .80), Openness (α = .65), Agreeableness (α = .62), and Conscientiousness (α = .69). In the SHP, the personality indices are calculated based on two items for each trait.
Sample
Since the concept of personality traits has not been widely used in research on media occupations, there are no existing studies to build on when choosing a sample. Seven media occupations that differ in terms of work profiles and the potentially beneficial personality traits considered plausible were selected. We aimed for a large variety in the sample as a whole, while ensuring homogeneity within the occupations. General journalists were not included in the sample because there is too much variety within this occupation to make it a useful category. The association of Swiss journalists (Impressum) represents investigative journalists at quality newspapers as well as fashion journalists at women's magazines or cartoonists at satire magazines. The differences between such diverse occupations within a group would supersede differences between the groups.
1. Foreign correspondents presumably need to be above average in terms of openness and need to remain detached and analytical. Therefore they should score lower on the agreeableness scale. Quantitative studies of foreign correspondents to date have focused on sociodemographics or journalistic norms; 56 however, ethnographic case studies support the notion that individuals who are open-minded and adaptable without becoming committed make good foreign correspondents. 57 2. Photojournalists presumably are more likely to be introverted observers or possibly even slightly neurotic artists. A study by Freeman described the personality of awardwinning photojournalists as generally intuitive, although his respondents were divided into two equally big groups in terms of their extroversion and introversion. 58 3. Entertainment producers presumably are operative managers with stereotypical extroversion and low agreeableness. While Grindstaff found these very characteristics among the talk show producers she studied, she also found a certain level of selfreflection. 59 4. Entertainment editors presumably need above-average agreeableness when balancing art and ratings. This group has not been analyzed before, and it is therefore one of the aims of this study to differentiate between different occupations in the entertainment sector.
5. Presenters presumably need to be especially open and extroverted. Patrona even describes an "intrinsically synthetic" personality where openness and extroversion serve as a means to sell the show. 60 However, in a slightly different context Greengross and Miller point out the need to differentiated between stage personas and their true personality traits. 61 6. Publishers presumably resemble managers, with equally high extroversion levels. Underwood has described them as almost antagonists of journalists 62 and thus we should expect considerable differences for this group.
7. Marketing directors resemble the sales people in the study of Barrick and Mount, 63 and thus presumably score lowest on neuroticism and highest on extroversion.
Furthermore, these media occupations differ in terms of how much they have been affected by digitization. The job of a photojournalist has changed substantially, while the publisher's has changed to a lesser extent. The publication itself might have changed a lot, but the characteristics 64 of the publisher's job have remained largely the same.
The sampling is based on the membership list of the respective associations in Germanspeaking Switzerland. Photojournalists have an occupational union with individual members. For the other occupations, a two-step approach was followed where associations were first used to identify the organizations and then the respective individuals were researched within the organization, both permanent staff and freelancers. Table 1 provides an overview of the sample and the response rates. After controlling for incomplete or faulty questionnaires, the results are based on 259
respondents. For comparison with the general working population in Switzerland, the data from the SHP was used. The SHP is a survey panel representing the Swiss population carried out annually since 1999. Data are gathered from a random sample of private households interviewing all household members mainly by telephone. Out of the 10,470 individuals in the eleventh wave of the panel, information was used only for those 4,482 individuals who were (self-)employed at the time of the survey and living in German-speaking Switzerland. Information on personality traits was available only for a subsample (n = 243) since these measures were only recently introduced into the SHP questionnaire.
Results

Personality Traits of Media Professionals
Media professionals are significantly different from the working population in terms of their personalities. Since the sample sizes differ between the groups and equal variances cannot be assumed, a one-way ANOVA based on the Welch test 65 and a Games-Howell post hoc test were used to test the group differences. All investigated media occupations show significantly lower neuroticism scores than the working population. Openness and conscientiousness are consistently higher and agreeableness consistently lower for media professionals when compared to the working population; however, not significantly so in all instances. Extroversion is higher for most media occupations; however, photojournalist and entertainment editors score lower than the working population. Overall, this result partially contrasts common assumptions about media professionals. Stereotypically, they are often described as creative professionals who are somewhat eccentric, and thus should score higher on neuroticism and lower on agreeableness and conscientiousness. The results therefore indicate that at least those media professionals who are members of their respective associations show personality traits that are indicative of professionals rather than eccentric creatives. There are also notable differences between the occupations; however, due to the small number of cases, only a few of these differences are statistically significant (see table 2 ). Foreign correspondents score lowest on agreeableness, confirming their stereotype as self-absorbed and competitive. Photojournalism, the occupation that is probably the most "creative" among those sampled, has lower extroversion scores than even the general public, confirming the perception that members of this profession are introverted observers. Scoring highest on the openness and neuroticism scales is in keeping with the creative image of photojournalists. Extroversion is high for presenters, which comes as no surprise; however, it is even higher for marketing directors. Presumably, extroversion is even more important in face-to-face sales communication than in the parasocial setting of electronic media.
Satisfaction Levels of Media Professionals
Photojournalism, the occupation that has experienced the most dramatic change due to digitization, 66 has the lowest satisfaction level (see table 3 ). However, one should not jump to conclusions concerning the effects of technological change: photojournalists also have the lowest income level and the highest job insecurity. Furthermore, the job of a foreign correspondent has changed considerably due to digitization of transmission and to the proliferation of online-media, 67 apparently without detrimental effects on satisfaction. A longitudinal design is necessary to identify effects of digitization. Five out of the seven occupations sampled are less satisfied with their jobs than the general working population, and photojournalists, entertainment editors, and presenters are significantly so. Only the two occupations most distanced from media content have satisfaction levels above the mean of the working population. Following the rationale of the happyproductive worker thesis, this is a disturbing result. Those selling the media are much happier than those producing it. If one further assumes that performance not only refers to efficiency but also to (normative) quality, these results suggest that the utility of media for society could be improved if content-creating media professionals were more satisfied with their work. A commercialized media system seems to satisfy "media sellers" more than "media producers."
The comparison with the more general measure of satisfaction with life produces similar results. Publishers are below the mean of the working population, but still-together with the marketing directors-they are more satisfied than the other occupations. Foreign correspondents score lower, probably due to the rather stressful circumstances of the lifestyle they lead. Apparently, the influence of job satisfaction on life satisfaction in general differs between the sampled media occupations. This suggests differences in the relative importance of work in the conception of self. With the exception of presenters, all media occupations show a stronger correlation between job and life satisfaction than is found in the general working population.
Addressing the first research question, it can be stated that individuals in different media occupations differ in terms of their personality traits and in terms of their job satisfaction levels although the differences is less pronounced than expected. In comparison to the working population, media professionals are less neurotic but more open. In terms of satisfaction levels, the findings are mixed: while media professionals in some occupations are less satisfied with their jobs than the average of the general working population, the media occupations more distanced from the actual creation of content have above-average job satisfaction levels.
Personality Traits, Working Conditions, and Job Satisfaction
In the following section, the second research question on the connection between personality traits and working conditions on the one hand and job satisfaction on the other is addressed. The number of cases per occupation in the sample was too low to calculate a meaningful regression for each occupation separately. Therefore, the seven occupations in the sample were grouped according to their prime focus as indicated in the reported relative share of the categories of creative, operative and coordinative activities the respondents provided for a regular work day. Photojournalists, foreign correspondents, entertainment producers, entertainment editors and presenters together form the group "media producers" that is more involved in creative activities. Publishers and marketing directors form the group "media sellers" that is more involved in coordinative activities and selling the results of this processes. Operative activities did not discriminate between the groups.
Job satisfaction was explained using some basic demographic data, working conditions and personality traits in a regression model. Table 4 provides a descriptive overview of the variables used.
On average, media sellers are significantly more satisfied, have higher incomes, are older, enjoy more autonomy, and have higher extroversion scores than media producers. Media producers are significantly more open and tend to be are more overcommitted to their work.
Correlations between the explicatory variables imply that independence cannot be assumed. Therefore, a hierarchical regression model was used to assess the explanatory power of each block of variables and identify the relevant influencers. After the two demographic variables, the blocks were sorted according to the level of influence an individual can exert. Since personality traits cannot be changed, their influence should be more basal than the working conditions that can be changed by quitting an unsatisfactory job. Table 5 shows the results of the regressions for media producers and media sellers. Demographic variables as well as overcommitment did not influence job satisfaction in the initial analysis and were dropped from the regression. Thus, general findings on higher job satisfaction levels among women 68 could not be replicated. In line with existing research on journalists 69 for media producers, the strongest factor (R 2 = .20) determining job satisfaction is working conditions, with autonomy being most important. More freedom in the decision about when and how to do the work leads to higher job satisfaction. The feeling of not receiving a reward considered deserved significantly reduces the job satisfaction of media producers. This result challenges the assumption of mainly intrinsically motivated media producers.
Although media sellers enjoy more autonomy, the influence of autonomy on job satisfaction is not significant. For them, the effort-reward ratio is more important, suggesting a more tangible and pecuniary approach towards their work. Thus, for them, it is more important to receive a reward they consider to be merited by their effort. The overall relevance of working conditions is higher for media producers and lower for media sellers (R 2 = .07) than for the general working population in Germany (R 2 = .17) as reported by Fietze. 70 Media sellers are similar to the general working population in terms of the relative importance of the effort-reward ratio, while media producers clearly demonstrate a higher relevance of autonomy and lower relevance of expected reward. In this way, the notion of intrinsically motivated creative professionals is confirmed.
For media producers, personality traits have comparatively less explicatory power for job satisfaction (R 2 = .15). Three of the five personality traits have significant influence: high neuroticism scores lead to lower job satisfaction, while high extroversion and conscientiousness scores lead to higher job satisfaction.
For the media sellers, all personality traits taken together have rather strong explicatory power (R 2 = .34); however, due to the small sample size, only extroversion shows a trend of significant positive effect on job satisfaction. This supports the findings by Barrik and Mount concerning salespeople. 71 Overall, this study finds fewer personality traits to be influential than Fietze does for the general working population in Germany; 72 however, the significant personality traits show higher standardized coefficients.
To test for interaction effects between working conditions and personality traits, fifteen interaction variables were computed. The regressions for both media producers and media sellers were rerun with these interaction variables, but none of the interaction variables had a significant impact on job satisfaction.
Discussion
Working conditions are important: the job satisfaction of media producers is strongly driven by autonomy, which confirms the theoretical suggestion by Scott 73 and Bilton and Leary 74 about the relevance of autonomy and a "risk space" for creative professionals. In contrast, media sellers rely less on autonomy and are more economic in their motivation since an imbalance of perceived effort and reward reduces their job satisfaction. Personality traits seem to be just as important, with neuroticism (negative) and extroversion (positive) showing the strongest influence. Moreover, the personality traits of media professionals are not as different from the general working population in Switzerland, as anticipated. These results are somewhat in contrast to the work of Fietze, 75 who found all five personality traits to be important for the job satisfaction of German workers, albeit with a similarly low contribution to the explained variance (R 2 = .06). The minute distinctions between the personality profiles of media sellers compared to that of the media producers somewhat contrasts with the findings of Barrick and Mount, 76 who suggest that different jobs call for different personality profiles.
Two explanations can be put forward: first, media occupations are not clearly defined. Usually, one does not need formal qualifications, and in practice, two individuals with the same job title might do very different work in different media organizations. Media work is often less professionalized than other occupations; thus, often media professionals need to have a diversified rather than specialized skill set. Second, perceptions of media work as creative work might be misleading. While media production is a creativity-intensive process, much of the daily routine is not creative at all. Thus, a creative personality is only needed for "pockets of creativity." 77 During the rest of the time, the relatively high levels of conscientiousness observed might be more helpful in coping with the daily routine. To test whether these explanations hold true, a replication of this study in another media market would be worthwhile. Swiss media organizations are comparatively small and thus have only a limited division of labor. In larger markets with larger organizations, the relationship between personality traits and potentially more specialized job roles might be more pronounced.
Digitization and commercialization have changed the actual work in different media occupations in recent years. Usually, individuals choose jobs that suit their interests and their personalities. If the job changes, chances are that the match between the individual and the job requirements will be affected. Thus, there should be interaction effects between personality traits and work conditions. However, no interaction effects could be found in the regression analysis. This could mean that media professionals are not specialized creatives but rather flexible all-around workers who can easily adapt to changing work conditions. However, studies on photojournalists by Sperlich and Klein-Avraham and Reich describe frictions in the adaptation process. 78 An alternative explanation of the absence of interaction effects could be found in the composition of the sample. Possibly the "misfits" whose personalities no longer match with the work conditions have already left for another job and are thus not represented in the sample. Eventually, the operationalization of working conditions might be too abstract to capture this change. Therefore, one should not jump to the conclusion that digitization and commercialization did not have an effect on media professional job satisfaction. Rather, the comparison of satisfaction levels between different media occupations suggests that the media sellers who are more profit-oriented and distanced from actual content production show higher levels of satisfaction. On the contrary, the occupation most affected by digitization is closest to art production-photojournalism has the lowest satisfaction levels. From a societal perspective, it seems problematic that jobs with a stronger commercial orientation would be more rewarding than those with a more creative orientation. This can be interpreted as an indicator of a media system that emphasizes financial success over societal utility. Creative media professionals may be not provided with work conditions that they consider satisfying, and thus they might have a lower-than-possible performance.
Strictly speaking, the results of this study are limited to the Swiss media; however, there is no clear indication as to why these results should not apply to other markets. In terms of the comparison with the general working population, some caution is needed because personality traits were not available for all individuals in the SHP-only those who were recently added to the panel. It is not entirely clear whether their reported personality traits are representative of the rest of the Swiss working population.
In this study the actual performance of media professionals was not measured; the argument, rather, relied on generalized results from meta-analysis that established a robust correlation between job satisfaction and performance. 79 Future research should focus on the question of performance: how can different aspects of performance that relate to different functions of the media be measured adequately? In a commercialized media system, a dominance of the "suits" over the "creatives" can be expected. 8 Measures of financial performance are easier to operationalize than those of societal utility or creative novelty. Extrapolating from the results of this study, job satisfaction and performance are related; however, this connection is mediated by the objective of the job and hence the performance measure. A preliminary conclusion suggests that media organizations with a broader understanding of performance should trust their employees and give them the autonomy they need to be satisfied and thus productive in a societal sense as well.
